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Preface 


The completion of this project would not have 
been possible without the incredible work rate 
and assistance of so many people whose names 
cannot be mentioned. 

The effort of my team to ensure the actualization 
of this dream is deeply appreciated. His endless 
support throughout the project is commendable. 
This book is a guide for those who are taking or 
showing interest in the business world and life 
hacks. 

| hope this book gives the reader a vision, 
facilitates clear thinking, and establishes the 
principles of personality development. It will help 
him defuse his stress and enable him to 
rediscover the course he should take to lead a 
successful life. 

Life is full of unwanted experiences. No one is not 
travelling through a jungle of problems. 


Yours, 
Mohammed Yasir Khan 


Contents 


Learning Objective ------------------- 05 
Way to change the mindset ---------- 08 
Mind reading ------------------------- 16 
Business plan ------------------------- 23 
Organisational structure ------------- 39 
Challenges of startups --------------- 51 
How to run One Person Business ---- 61 
Marketing plan for startups ---------- Fi 
Market analysis ----------------------- 83 
Product launch strategies ------------ 100 
How to price a product -------------- 112 
Channel-based pricing --------------- 124 


Promotion of product --------------- 129 


Learning Objectives 


After completing this module the reader should be 
able to: 


e Mindset of Customers 

e Planning and Organising 
e Challenges 

e Marketing 

e Product strategies 


GETTING YOUR BASICS 


Everythiyg w hard before ut’y easy. 
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‘Way to change the mindset 


| want to share with you three ways to change 
your mindset that no one wants you to know 
about. 


What do some major corporations, all military 
leaders, and many major religions know that 
most other people don't? 

The military leadership of every world 
government discovered this first factor ages 
ago. Every successful religious and spiritual 
organization found out how to utilize this 
factor in the past millennia. In recent history, 
beyond the military and spiritual 
organizations, some major corporations have 
discovered how to thoroughly and completely 
change people, modify behaviour, and alter 
attitudes. What's the first secret? Imagine boot 
camp. You arrive. They cut your hair (if you 
have any), and issue clothing conforming to a 
specific standard, the same cut and colour as 
everyone else's. You have a new place to eat 
and you are told specific times to wake up, eat, 
and sleep. Your activities are dictated from the 
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beginning of the day to the end of the day. 
You are looking at dozens of other faces that 
you have never seen before. Your environment 
has changed. There will be phone calls home 
once each week and you will not be using a 
telephone or the Internet for the balance of 
the days. There is very little contact with the 
outside world. All of this is necessary to rapidly 
change your loyalties, behaviour, and attitudes 
so that if you are forced into high-stress 
situations, like a battle, your behaviour will be 
predictable and you will stay alive. You will be 
taught to watch out for everyone else in the 
group, and they will be there to support you. 
An_ interdependent relationship is _ being 
created. There are no __ independent 
relationships and there are no independent 
thinkers allowed. 

All of the needs of the military require rapid 
change, rapid behaviour modification, and 
rapid restructuring of beliefs. The same 
changes are facilitated in some large 
corporations, the large Masjid/Temple, some 
schools, and a few other groups throughout 
society. The model is powerful and is effective 
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with all but the most — stubbornly 
nonconformist individuals. The _ three 
overlooked principles to change yourself and 
others begin with changing a_ person's 
environment. Humans, like animals, interact 
with and respond to their environment far 
more than we are aware of at the conscious 
level. 


e We act very differently in Masjid/Temple 
than we do at the office, and we act 
differently at the office than we do. 

e At the football game, we act differently at 
the football game than we do. 

e At the dinner table in our homes each 
night and then we do. 


Why? Cultural rules dictate our behaviour at 
Masjid/Temple and in the office. 

Groupthink or social influence comes into play 
at the football game as well as_ the 
Masjid/Temple and office. Personal 
relationship dynamics enter into the mix at the 
dinner table, joining the other environments. 
Finally, the hotel room is most interesting 
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because you are a stranger in an environment 
without a leader or group to conform to, and 
often you are by yourself. Thus you can 
discover more about the true nature of who 
you are because you are most definitely 
curious about your environment and not quite 
certain what to do with that environment. This 
leaves behaviour largely unpredictable for 
you—but very predictable for the hotel chain. 
You don't know how you will behave, but the 
hotel does. The hotel knows what you will do 
(and charges you handsomely for it). The 
manager knows you will do at least two of 
three things in your room that will generate a 
profit on most stays: 


1. You will use the telephone. 
2. You will eat snacks. 


3. You will watch a movie. 


You may not know that you are going to do 
these things. You may bring your cell phone, 
your snacks, and your pen drive or your 
computer, and you still utilize the hotel's 
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services, and they know you will. They know 
you better than you do_ because the 
environment stimulates behaviour. 


Key: If you want to change your own or 
someone else’s behaviour, the first thing you 
can often do ts change the environment. |f you 
can control the environment, you can typically 
predict or create a specific behaviour. It is 
known how people will behave in 
Masjid/Temple, at the dinner table, at the 
office, and in the hotel. Deviations can occur, 
but the behaviour is remarkably predictable. 
People learn how to behave in all of these 
environments and then they do behave that 
way. An extroverted individual will be 
remarkably compliant in the quiet atmosphere 
of the library. The introverted person will sing 
out in Masjid/Temple and stand up and cheer 
at the football game. The behaviours are 
learned and reinforced. People do what they 
are told, and when they don't we medicate 
them so they will comply. 
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Changing the environment is _ uniquely 
powerful in changing behaviour. There is no 
greater single influence. Not genetics, not peer 
pressure. Not parenting. The environment 
stimulates behaviour, and changing behaviour 
is most easily accomplished in a different 
environment. And there is more. The 
environment can be changed to develop 
different behaviours. The positions of chairs, 
furniture, and decor can be altered, thus 
changing how much people like each other. 
These alterations also change how (and how 
much) people interact, which will directly 
impact whether people will like each other, be 
more (or less) anxious, and be more (or less) 
comfortable. 

The colours of carpeting, furniture, and walls 
all change the perceptions of people in the 
environment and change their behaviour. An 
interesting element in changing’ the 
environment is that it tends to change 
behaviour first, rather than the attitude of the 
individual. This fact is most profoundly noted 
in many religious institutions, the military of 
every government, large corporations, and 
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some schools. When a person is moved from 
one environment to another, especially when 
one is unfamiliar with the new environment, 
the brain has to change; it enters into a state 
of flux and typically becomes more suggestible. 
From the standpoint of your “Self,” this factor 
can help you determine whether you should 
remain in the same environment you are in or 
intentionally change it. From the standpoint of 
changing the behaviour of others, this 
information helps you know whether you 
should take a person out to lunch, to dinner, 
or on a trip—or meet them at an international 
destination. The further removed from their 
norm, the more likely it is to gain compliance 
in most people. The environment has a 
dramatic impact on whether someone else will 
say yes or no to you. It’s the very first indicator 
that a yes or no is coming. The next indicator 
is equally controllable: your appearance. 


“When the vistow wy clear, the resulty 
will appear. Keep your mindset 
postive ay you work your plaw, ana 
olweyy remember why you started.” 


(Germany Kent) 
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Mind reading 


When people don't tell you what they are 
thinking or feeling, you simply need to 
discover, calculate, or determine those 
thoughts in other ways. You can utilize body 
language, psychographics, evolutionary 
psychology, psychobiology, cultural beliefs, 
religious beliefs, peer pressures, psychological 
profiles, and expectancies along with prior 
behaviour to determine almost anyone's 
current thoughts with some significant degree 
of accuracy. On larger scales, you can read 
groups, cultures, specific demographics, and 
nations using essentially the same tools. 


The more you know about someone or some 
group, the easier it is to gain compliance. It's 
that simple. 


It's true in relationships, it’s true in family and 
friendships, it’s true in the selling context, it’s 
true for all aspects of business, it's true for the 
therapist, and it’s true for nations dealing with 
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other nations. Intelligence in the military sense 
is what separates the wheat from the chaff in 
every aspect of life. 

The ethical use of influence is never more 
necessary than when you have’ good 
intelligence about your client and customer. 
Knowledge is potential power, and that power 
can just as easily be used for good as it can be 
for bad. The line is not always instantly clear, 
and sometimes the line changes. Without 
having excellent intelligence about your clients 
and consumers, you have little chance of being 
persuasive beyond random luck. With good 
intelligence, you can achieve incredible results 
in gaining compliance. And if you think it’s 
important in business, can you imagine how 
important it is in personal relationships? 


The more you know about someone or some 
group, the easier it is to gain compliance. 


But before we get into utilizing intelligence, | 
want you to look at some ethical issues that 
arise in acquiring and utilizing intelligence. 
Influencing good intelligence, and more than 
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that, the ethical use of persuasion techniques 
can be compromised If you aren't careful. 

It is a necessary reality to build long-term 
relationships that are mutually beneficial for 
two people or parties. 


Once we know what our prospects’ needs, 
wants, and desires are, we can use this 
information to prepare a message that firmly 
impresses on the mind how we can help them. 
We can clearly show our prospects how they 
will feel better, get out of pain, and look like 
they make great decisions for the people in 
their peer group. 


Here is a good model for you to present to 
your prospect: 


1. Design a clear picture for your prospects 
and bring it up close. It needs to show 
your prospects these points about 
themselves: what you presently have, 
who you presently are, or how what you 
presently feel is not satisfactory. You can 
do, have, or be more and feel better. 


19 


. Product, idea, or service helps many 
people just like you get that result. 


. Try it once. You have nothing to lose and 
everything to gain. 


. Other people will respect you and like 
you more for using this product, idea, or 
service. 


. Imagine your future as you deserve it to 
be. You can reach your dreams and 
achieve your goals if you use this 
product, idea, or service. 


. This product, idea, or service is 
guaranteed, so you can feel secure in 
making a decision now. 


. To take advantage of this product, idea, 
or service, call, and write now because 
only some number of people will be 
allowed to participate. Here's all you 
have to do. 
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Now, not all market messages use this model 
or all its components. 


Now it’s up to you. How can you implement 
this model in your sales or business, and will 
you start today or wait until tomorrow? 


FOLLOW THE PROCESS 
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The next BLL Gatey will not build aw 
operating system. The next Larry Page 
or Sergey Brww won't make a srarew 
engine If you are copying these guys, 
you aret Learning frow them. 


(From the book “Zero to One By Peter Thiel”) 
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Business plan 


When written effectively, a business plan 
can help raise capital, good decisions, and 
find new talent. 


Companies of all sizes have one thing in 
common: They all began = as_ small 
businesses. Starting smallis the corner for 
those just getting off the ground. Learn about 
how to make that first hire, deal with all things 
administrative, and set yourself up for success. 


Writing a business plan is often the first step in 
transforming your business from an idea into 
something tangible. As you write, your 
thoughts begin to solidify into strategy, and a 
path forward starts to emerge. But a business 
plan is not only the realm of startups; 
established companies can also benefit from 
revisiting and rewriting theirs. In any case, the 
formal documentation can provide the clarity 
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needed to motivate staff, woo investors, or 
inform future decisions. 

No matter your industry or the size of your 
team, a document filled with so much detail 
and documentation gets rejected. Don't let 
that stop you. 


What is a business plan and why does 
it matter? 


A business plan is a formal document outlining 
your business's goals, direction, finances, team, 
and future planning. It is a deck of business to 
show investors, in a bid to raise capital, or 
used as an internal document to align teams 
and provide direction. It typically includes 
basic market research, competitor analysis, 
financial documentation, and an overview of 
your business and marketing strategy. When 
written effectively, a business plan can help 
prescribe action and keep business owners on 
track to meeting business goals. 
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Who needs a business plan? 


A business plan can be particularly helpful 
during a company's initial growth and serve as 
a guiding force amid the uncertainty, 
distractions, and at times rapid developments 
involved in starting a business. For enterprise 
companies, a business plan should be a living, 
breathing document that guides decision- 
making and facilitates intentional growth. 


How to make a business plan and the 
components every plan needs 


While there is no set format for writing a 
business plan, several elements are typically 
included. Here’s what's important to consider 
when writing your business plan. 


1. Executive summary 


No longer than half a page, the executive 
summary should briefly introduce your 
business and describe the purpose of the 
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business plan. Are you writing the plan to 
attract capital? If so, specify how much money 
you hope to raise, and how you're going to 
repay the loan. If you're writing the plan to 
align your team and provide direction, explain 
at a high level what you hope to achieve with 
this alignment and the size and state of your 
existing team. 


The executive summary should explain what 
your business does, and_ provide an 
introductory overview of your financial health 
and major achievements to date. 


2. Company description 


To properly introduce your company, it's 
important to also describe the wider industry. 
What is the financial worth of your market? 
Are there market trends that will affect the 
success of your company? What are the state 
of the industry and its future potential? Use 
data to support your claims and be sure to 
include the full gamut of information—both 
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positive and negative—to provide investors 
and your employees with a complete and 
accurate portrayal of your company’s milieu. 


Go on to describe your company and what it 
provides your customers. Are you a_ sole 
proprietor, LLC, partnership, or corporation? 
Are you an established company or a budding 
startup? What does your leadership team look 
like and how many employees do you have? 
This section should provide both historical and 
future context around your business, including 
its founding story, mission statement, and 
vision for the future. 


It's essential to showcase your point of 
difference in your company description, as well 
as any advantages you may have in terms of 
expert talent or leading technology. This is 
typically one of the first pieces of the plan to 
be written. 
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3. Market analysis and opportunity 


Research is key in completing a business plan 
and, ideally, more time should be spent on 
research and analysis than writing the plan 
itself. Understanding the size, growth, history, 
future potential, and current risks inherent to 
the wider market is essential for the success of 
your business, and these considerations 
should be described here. 


In addition to this, it's important to include 
research into the target demographic of your 
product or service. This might be in the form 
of fictional customer personas, or a broader 
overview of the income, location, age, gender, 
and buying habits of your existing and 
potential customers. 


Though the research should be objective, the 
analysis in this section is a good place to 
reiterate your point of difference and the ways 
you plan to capture the market and surpass 
your competition. 
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4. Competitive analysis 


Explaining the elements that differentiate you 
from your competition, it’s important to 
provide an_ in-depth analysis of your 
competitors themselves. 


This research should delve into the operations, 
financials, history, leadership, and distribution 
channels of your direct and _ indirect 
competitors. It should explore the value 
propositions of these competitors, and explain 
the ways you can compete with, or exploit 
their strengths and weaknesses. 


5. Execution plan 


This important segment provides basic details 
about how you're going to do the work 
necessary to fulfil this plan. It should include 
information about your — organizational 
structure and the everyday operations of your 
team, contractors, and physical & digital 
assets. 
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Consider including your company's 
organizational chart, as well as more in-depth 
information on the leadership team: Who are 
they? What are their backgrounds? What do 
they bring to the table? Potentially include the 
resumés of key people on your team. 


For startups, your execution plan should 
include how long it will take to begin 
Operations, and then how much longer to 
reach profitability. For established companies, 
it's a good idea to outline how long it will take 
to execute your plan and the ways in which 
you will change existing operations. 


If applicable, it’s also beneficial to include your 
strategy for hiring new team members and 
scaling into different markets. 


6. Marketing plan 


It's essential to have a comprehensive 
marketing plan in place as you _ scale 
operations or kick off a new strategy—and this 
should be shared with your stakeholders and 


31 


employees. This segment of your business 
plan should show how you're going to 
promote your business, attract customers, and 
retain existing clients. 


Include brand messaging, marketing assets, 
and the timeline and budget for engaging 
consumers across different channels. Evaluate 
the way your competitors market themselves, 
and how your target audience responds or 
doesn't respond to these messages. 


7. Financial history and projections 


It's essential to disclose all finances involved in 
running your company within your business 
plan. This is so your shareholders properly 
understand how you're projected to perform 
going forward, and the progress you've made 
so far. 


You should include your income statement, 
which outlines annual net profits or losses; a 
cash flow statement, which shows how much 
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money you need to launch or scale operations; 
and a balance sheet which shows financial 
liabilities and assets. 


Quick tips for writing a business plan 


Now that you know what components are 
traditionally included in a business plan, it's 
time to consider how you'll actually construct 
the document. 


Here are 12 key factors to keep in mind when 
writing a business plan. These overarching 
principles will help you write a business plan 
that serves its purpose (whatever that may be) 
and becomes an easy reference in the years 
ahead. 


1. Don't be long-winded 


Use clear, concise language and avoid jargon. 
When business plans are too long-winded, 
they're less likely to be used as intended and 
more likely to be forgotten or glazed over by 
stakeholders. 
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2. Show why you care 


Let your passion for your business shine 
through; show employees and investors why 
you care (and why they should too). 


3. Provide supporting documents 


Don't be afraid to have an extensive list of 
appendices, including the CVs of team 
members, built-out customer personas, 
product demonstrations, and examples of 
internal or external messaging. 


4. Reference data 


All information regarding the market, your 
competitors, and your customers should 
reference authoritative and relevant data 
points. 
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5. Research, research, research 


The research that goes into your business plan 
should take you longer than the writing itself. 
Consider tracking your research as supporting 
documentation. 


6. Clearly demonstrate your points of 
difference 


At every opportunity, it’s important to drive 
home the way your product or service 
differentiates you from your competition and 
helps solve a problem for your target 
audience. Don't shy away from reiterating 
these differentiating factors throughout the 
plan. 


7. Be objective in your research 


As important as it is to showcase your 
company and the benefits you provide your 
customers, it's also important to be objective 
in the data and research you reference. 
Showcase the good and the bad when it 
comes to market research and your financials; 
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you want your shareholders to know you've 
thought through every possible contingency. 


8. Know the purpose of your plan 


It's important you understand the purpose of 
your plan before you begin researching and 
writing. Be clear about whether you're writing 
this plan to attract investment, align teams, or 
provide direction. 


9. Identify your audience 


In the same way, your business plan must have 
a clearly defined purpose, you must have a 
clearly defined audience. To whom are you 
writing, New investors, Current employees, 
Potential collaborators, Existing shareholders. 


10. Don't be afraid to change it 


Your business plan should evolve with your 
company’s growth, which means your business 
plan document should evolve as well. Revisit 
and rework your business plan as needed, and 


36 


remember the most important factor: having a 
plan in place, even if it changes. 


11. Use it 


A business plan shouldn't just be a line on 
your to-do list; it should be referenced and 
used as intended going forward. Keep your 
business plan close, and use it to inform 
decisions and guide your team in the years 
ahead. 
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Creating a business plan is an important 
step in growing 


Whether you're just starting or running an 
existing operation, writing an_ effective 
business plan can be a key predictor of future 
success. It can be a foundational document 
from which you grow and thrive. It can serve 
as a constant reminder to employees and 
clients about what you stand for, and the 
direction in which you're moving. Or, it can 
prove to investors that your business, team, 
and vision are worth their investment. 


Using these steps to write a business plan will 
put you in good stead to not only create a 
document that fulfils a purpose but one that 
also helps to more clearly understand your 
market, competition, point of difference, and 
plan for the future. 


STABILITY PROCESS 
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Organisational Structure 


What is organisational structure? 


By structure, we mean the framework around 
which the group  is_ organised, the 
underpinnings which keep the alliance 
functioning. It's the operating manual that tells 
members how the organisation is put together 
and how it works. More specifically, structure 
describes how members are accepted, how 
leadership is chosen, and how decisions are 
made. 


Organisational structure (OS) is the systematic 
arrangement of human resources in an 
organisation to achieve common _ business 
objectives. It outlines the roles and 
responsibilities of every member of the 
organisation so that work and information flow 
seamlessly, ensuring the smooth functioning of 
an organisation. 


- WallStreetMojo Team 
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Organizational Structure Explained 


An organisational structure is the grouping of 
resources at different levels depending on 
their responsibilities, power, and position. It 
helps various departments in a company 
exchange data, coordinates, and work 
together to achieve business goals. 


A company set an organisational structure to 
ensure that suitable employees with the right 
set of skills occupy each position in the 
company. The OS reveals the accountability 
and authority of each role. This removes any 
uncertainty with regard to task performance 
and reporting and enhances’ employee 
productivity. 


A company must clearly define its objectives 
before creating an OS. Then, group similar 
activities together to create departments, 
identify resources for each unit, and establish a 
hierarchy of employees based on their duties. 
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Thus, an OS of a company: 


- Forms the basis of employee reporting 
and relations. 


- Decides the post of employees in their 
administrative divisions. 


- Formulates a system of coordination and 
interdependence in an organisation. 


- Establishes a _ well-defined workflow 
aimed at attaining organizational goals 


Every Organisational Structure (OS) contains 
the following six essential elements: 


« Work design: It defines the nature and 
job description of a particular position. 


« Administrative division: It involves the 
grouping of jobs into departments to 
facilitate the coordination of work. 


- Deputation: It means the power 
conferred to each employee and 
department in the organization. 


42 


- Management ratio: It refers to the 
number of employees that are reporting 
to a supervisor. 


« Hierarchy: It creates various levels of 
authority arranged in the order of 
delegated powers in the organization. 


« Centralization or decentralization: It 
presents the mode of operation followed 
in an organization. 


Examples 


Let's take the help of organizational structure 
examples to understand the working of the OS 
more comprehensively. 


Example 1 


Here is an example from the healthcare sector, 
which utilizes the organisational structure for 
meeting its business, customer care, employee 
relations, and healthcare objectives. Suppose a 
multi-speciality hospital, Life-medical 
Healthcare Ltd, provides 247365 services to 
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patients, including surgery, emergency 
services, and outdoor patient services. 


Therefore, it creates an Organisational 
Structure (OS) chart for the best services and 
healthcare to their patient's needs. The OS 
segregates the hospital into functional 
departments. Specialized staff is appointed 
under each department based on_ its 
requirements. 


Examples 2 


Let us assume, a_ clothes manufacturing 
company has its operations expanded to 
western, northern, eastern, and southern parts 
of India. Therefore, it creates a divisional OS 
wherein its business operation is based on the 
geographical locations of the business. 


The company divides its operational areas into 
the western, northern, eastern, and southern 
divisions to monitor and control the business 
properly. Each division has separate accounts 
and finance, human resources, marketing, and 
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operations departments. Each division makes 
its own operational decisions. 


Such an OS will enable the company to offer 
localized services and quickly respond to 
customer needs in a_ specific location. 
However, it may lead to duplication of 
resources and higher costs for the company. 


Benefits 


An ideal OS helps in the efficient operation of 
a company. Some of the benefits of OS are as 
follows. 


« Swift decision-making possible -— The 
organizational structure helps the flow of 
information effortlessly across different 
levels of management. It enables quick 
decision-making. 


« Coordination between different 
geographical divisions of a company — 
OS promotes easy administration and 
working of an organization at multiple 
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locations. A well-defined OS enables 
better coordination between different 
units at various locations to ensure the 
attainment of common _ organizational 
goals. 

Enhances efficiency and productivity — 
OS improves the level of efficiency as the 
Staff knows their roles and 
responsibilities, and the supervisor knows 
what to expect of their subordinates. 
Thus, it improves productivity in general. 


Empowers employees — When workers 
have specific roles and duties according 
to their skill set, they learn and become 
competent. Thus, OS _ boosts _ their 
confidence and empowers them. 


Reduces conflict within an organization — 
If an employee knows the scope of his 
work, there is no possibility of conflict 
with other workers. Thus, OS reduces 
friction among the workers. 


Better communication among members — 
OS establishes excellent communication 
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between the management, supervisors, 
and workers. This promotes an effective 
flow of information and work. 


Managing Members and Volunteers 


One of the challenges for a manager is 
knowing how to “manage” members and 
volunteers. Although they can be an asset to 
any organization and fulfil important roles, 
they are not really staff with specific job 
descriptions, supervisory relationships, and 
levels of authority. It is important that you and 
your Board define the roles of members 
and/or volunteers clearly, develop specific 
structures or activities to attend to their needs, 
keep them involved and motivated, and 
receive their input or feedback. With members 
and volunteers, systematic and engaging 
communication is essential so that they know 
what the organization is doing or achieving, 
what obstacles it faces, and what new strategic 
directions it has adopted. Newsletters, regular 
meetings, sponsored visits to program sites, 
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certificate or award ceremonies for exceptional 
service, and an informed Board of Directors 
are all tools that a manager can use to keep 
volunteers interested and satisfied. 


In short 


Change is a difficult, and sometimes disruptive, 
process. A manager should not propose 
changes to the organization's structure 
frequently or frivolously. Care must be taken 
to document the benefits and costs of 
structural change, and to build consensus 
among Board and _ staff that change is 
desirable. Once a change is made, job 
descriptions and the organogram should be 
reviewed to ensure that they reflect the 
changes; both should be elastic enough to 
accommodate change or growth and reduce 
the number of times that revisions are 
necessary. 


Once you decide to undertake structural 
change, make sure that the structure is such 
that a manager can easily monitor and 
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coordinate activities and allocate resources for 
effective implementation. In designing the new 
structure, the manager should be able to 
answer the following questions: 


> Is there a person. responsible for 
supervising every activity? 


> Does the structure avoid duplicate or 
overlapping responsibility for each major 
activity? 


> Are the numbers and complexity of 
duties distributed fairly among the staff? 


> Are job descriptions written for every 
position, in each person's possession, 
and clearly understood by each staff 
member? 


> Is authority delegated so that decisions 
take place as close as possible to the 
point of action or decision-making about 
a program or function? 


> Is the number of subordinates reporting 
to any supervisor small enough to allow 
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effective supervision (limited span of 
control)? 


> Does every staff member know to whom 
he or she reports and vice versa? 

> Are communication lines clear? Are there 
effective systems for information 
transmittal and feedback? Do staff 
understand coordination relationships 
and informal lines of  authority/ 
communication? 


> Have we considered all aspects of our 
structure including those affecting 
members and volunteers? 


> Have roles, responsibilities, and benefits 
for members and _ volunteers been 
spelled out and communicated? Have 
any of these changed because of the new 
structure being proposed? 


Bright Ideas 


You may want to review your organization's 
structure when: 
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The organization adopts a new strategic 
plan. 


The organization successfully bids on a 
new contract or receives a new grant. 


A needs’ assessment, community 
diagnosis, or evaluation reveals new 
trends in your field(s) or community 
demands for new services. 


An_ increasingly competitive external 
environment forces changes in your 
programmatic focus or pursuit of a new 
niche. 


Expansion (geographically, introducing 
new technologies, offering new services) 
cannot be accommodated easily under 
the existing structure. 
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Challenges of startups and 


how to overcome 


There are many excellent reasons to start a 
business, including working for yourself, 
earning more money, having a flexible work 
schedule, and expanding your skill set. 
However, like all worthwhile endeavours, 
Starting and building a new business is 
challenging. 


Biggest challenges of starting a business 


Consider the following four challenges most 
entrepreneurs face when starting a business 
and start thinking about how you'll overcome 
them. 


1. Business ownership challenge. 


New business owners wear many hats as they 
get their operations up and running, often 
handling sales, marketing, accounting, 
information technology (IT), and more. 
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However, they likely don’t have expert in all 
areas and may end with frustrations. 


Entrepreneurs often find themselves moving 
from task to task, putting out fires with one 
hand while completing everyday tasks with the 
other. As experienced business owners know, 
handling everything for too long is bad for 
your mental and physical health and can show 
bad results in business productivity. 


How to overcome the challenges of running 
the operation alone 


Be honest about your strengths and 
weaknesses and understand that your time is 
precious when running a business. While you 
can certainly embrace professional growth and 
learn more, sharing the load is key. 


Here are some tips for handling the myriad 
tasks required when running a business: 


e Look for outside help: Seek help in the 
areas where you struggle. For example, 
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hire a virtual assistant, use a marketing 
agency or find an IT partner. Hire full- 
time and part-time employees as you 
grow to lighten your load. 


Utilize MSME resources: Explore the 
MSME's Office of Small Business 
Development Centers. This MSME 
program provides one-stop assistance to 
current and prospective small business 
owners, with experts in local offices 
throughout the India. sharing 
information on handling many aspects of 
running a business. 


Get organised: To combat feeling 
overwhelmed, make your business more 
organised. Write down and define your 
daily tasks and goals. Once you've 
identified your tasks, list them in order of 
priority and cluster-related tasks. 
Prioritizing helps you determine which 
tasks and goals to tackle at the most 
productive time of your day. Organizing 
helps you handle similar tasks in the 
same period. 
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Tip 


Keep your workspace neat and use the 
best document management software 
to store and organize your flex. 
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2. Finding funding is a crucial challenge. 


Finding investors and funding is one of the 
biggest startup challenges new _ business 
owners face. Not every business needs an 
immediate, significant cash infusion, but you 
must ensure you can keep the _ business 
running for the long term. 


How to overcome funding challenges 


When starting a business, you'll likely apply for 
small business loans, seek a line of credit, self- 
fund the business, or raise capital. 


Here are some best practices for overcoming 
startup funding challenges: 


« Utilize government resources: Government 
offers mentors, educators, and advisors to 
help small businesses succeed. Speak with a 
mentor to get their thoughts on the best 
funding course of action for your business 
based on your goals. 


¢ Consider a microloan: Microloans typically 
for less than Rs. 1,00,000 is another option for 
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new business owners. Because they're smaller, 
microloans are easier to qualify for and 
provide borrowing opportunities that may not 
otherwise be available to you. You can use a 
microloan for a startup project, to get a 
business off the ground, as working capital, or 
to fund equipment purchases, office leases, or 
new hires. Different microlenders have various 
rules about using the funds and different 
qualification requirements (such as a 
minimum credit score). 


Consider an MSME loan: MSME loan is a 
small business loan program that aims to help 
entrepreneurs who want to start or expand a 
business. (The MSME also has a microloan 
program, so contact your local MSME office 
to learn more.) 


Create an investor pitch: Before presenting 
your business idea to investors, perfect your 
pitch. Investors, banks, and other lenders will 
want to understand your vision for success. 
The better you define this vision, the more 
likely you'll get the funding you need. 
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3. Attracting customers is a challenge. 


Attracting customers is an area where many 
new businesses are struggling. After all, if no 
one buys what you're selling, you can't 
succeed. Ideally, you conducted market 
research before launching your business to 
ensure your offerings had a receptive market. 
Now you must identify your target audience, 
understand their needs and determine what 
they're willing to pay. 


How to overcome the challenge of 
attracting customers: 


To find and attract customers, you must create 
a marketing plan that identifies the following: 
- Your target market 


- Your product's strengths and weaknesses 
compared to the competition 


- Your marketing position and message 
« Where you plan to market your product 


- Your marketing budget 
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Many new businesses have slim marketing 
budgets, so low-cost ways to make a big 
impact are essential. For example, marketers 
on a budget can consider the following: 

« Social media marketing campaigns 

« Creating email marketing campaigns 

« Video marketing to create brand trust 


« Hosting events for media will cover 


Tip 


Once you start building a customer 
base, keep thew by providing 
excellent customer service and 

encouraging brand ambasyadory 
who caw spread the word about 
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4. Maintaining a work-life balance 


Any seasoned entrepreneur can tell you about 
the challenges of maintaining a positive work- 
life balance. It's easy to find yourself on the 
computer from early morning to dinner, only 
to spend another few hours at night crossing 
more items off your list. You may suddenly 
find yourself manic about work and business- 
related tasks, neglecting responsibilities in 
other areas of your life. Exercise, time with 
friends, family, and sleep are often taken for 
granted. 


How to overcome work-life balance 
challenges 


As difficult as it might be, establishing a 
routine that sets clear boundaries between 
work and free or family time is crucial. 
Everyone manages their days differently, but if 
putting “run three miles in the morning” on 
your calendar makes you _ stick to the 
commitment, do it. 
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If you cross everything off your to-do list by 8 
p.m., don’t start thinking about tomorrow's 
tasks. Spend that extra time with family or 
consider going to bed early. Your body and 
mind will thank you. 


Final word... 


Simply by knowing what challenges you might 
face when starting a small business, you'll be 
prepared to solve them fast and smoothly. 
Becoming a business owner is challenging 
because it is a life-changing step. However, if 
you believe in yourself and have a plan as well 
as support from friends and family, no 
challenge will prevent you from creating a 
business and making it successful. 
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How to run a successful One- 
Person Business 


Starting a business is complicated, but 
Starting and running a one-person business 
can be especially daunting. While it means you 
won't have a team to support your goals or 
the luxury of delegating, becoming a 
motivated entrepreneur is a chance to 
combine passion and effort to create 
something great and realize your dreams. 


However, building a profitable one-person 
business can be a challenge. You'll face 
countless business and personal obstacles 
alone while forging ahead with’ your 
company’s development and growth. 


ll explore expert advice for starting and 
running a one-person business and share 
business ideas and _ success stories for 
inspiration. 
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How to start a one-person business 


We gathered tips and advice from successful 
self-owned business entrepreneurs to help you 
start your one-person venture. While every 
entrepreneur and business is different, many 
pointers will likely apply. 


1. Start your self-owned business. 


Many successful entrepreneurs recommend 
Starting a one-person business as a side 
venture, at least initially. The benefits of 
growing your business on the side include the 
following: 


- You'll keep a primary income source as 
long as possible. Starting your business 
as a side hustle lets you keep a steady 
income source and save money while 
gaining customers and traction. By the 
time you quit your day job for your 
startup, you'll have enough money saved 
to minimize startup costs and make it 
through the challenging early days. 
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You'll set up your business for 
success. Starting on the side also sets 
you up for success when you leave your 
current situation. If you develop a client 
base over a year or two while also 
working a full-time job, you'll bring in 
money on the side and be ready to grow 
an already established brand once you 
take the venture full-time. Getting a head 
start can lessen the challenges of starting 
a business and reduce stress levels. 


You may realize the venture isn’t for 
you. Starting your business as a side 
hustle may also help bring you clarity 
about the venture. Maybe you'll 
encounter unexpected challenges you're 
not interested in overcoming. After a few 
months of pursuing the business idea, 
you may decide it’s not the right career 
change for you, and you can move on to 
something else. 
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2. Find the right business structure for your 
one-person business. 


Considering the best legal entity type for your 
business Is crucial. 


Sole proprietorships vs. incorporating 


The obvious choice for a one-person business 
is a sole proprietorship, the simplest business 
structure available. However, there are upsides 
and downsides to this business structure: 


- Sole proprietorships offer flexibility. Sole 
proprietorships give you flexibility, allowing 
you to be an independent contractor or 
Operate a small business in a more 
traditional sense. For example, if you want 
tobecome a _ freelancerwho writes 
marketing copy for businesses, a sole 
proprietorship is the logical choice. 


¢ Sole’ proprietorships can _ introduce 
risks. Sole proprietors are responsible for all 
the company’s profits and debts. This can 
become an issue as your business expands. 
If you're involved in a business lawsuit, your 
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assets are on the line. You can be held 
responsible instead of the business entity. 
Potential lawsuits become more relevant the 
more customers you serve. 


Liability protection is the most obvious benefit. 
Many entrepreneurs often elect to form a sole 
proprietorship for their small businesses. This 
entity is perfectly fine, but it does not provide the 
owner with liability protection like a_ limited 
liability company (LLC) would. 


“If aw entrepreneur decides to- start a 
one-persow busintsy a4 a sole proprietor, 
they must know they will be hela 
responsible for ewerything” 
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Your business structure can evolve. 


One-person businesses may eventually add 
team members and change from a sole 
proprietorship to a general partnership, limited 
partnership, or LLC. Starting as a sole 
proprietorship doesn't mean you're locked 
into that structure for the rest of your 
entrepreneurial journey. If you run a successful 
one-person business, that doesn't mean you 
can't eventually become a _  multi-person 
organization. 


3. Prioritize your tasks to succeed as a one- 
person business. 


Time management is critical when running a 
one-person business. Without delegating to 
employees, one-person businesses must stay 
on task so they don't get overwhelmed. Here's 
some time-management advice for one- 
person businesses. 
e Prioritize your workday. If you're only 
spending two to four hours daily on your 
business, don’t waste too much time 
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checking emails or performing tedious 
tasks. You want to make substantial 
progress on major projects. “My main 
piece of advice is that you have to 
prioritize your day and your schedule”. 
“You're going to get pulled in every 
direction, and emails, phone calls, and 
text messages all seem _ incredibly 
important, and everyone wants an 
immediate response. But, ask yourself, do 
they actually require one?” 


Set goals and_ hold _ yourself 
accountable. To stay on_ track, set 
business goals months in advance. If 
you're starting from scratch, set target 
dates forcreating an online presence, 
such as building a website and 
establishing social media accounts. By 
setting goals and holding yourself 
accountable, you give yourself something 
to work toward. 
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- Don't go it entirely alone. Running a 
one-person business doesn't mean help 
is off the table. Hiring freelancers helps 
your operation grow, makes achieving 
your long-term goals more realistic, and 
allows you to focus on other aspects of 
your business. “For example, | am a 
public relations professional that offers a 
variety of services, including website 
development, graphic design, and video 
production. However, | personally don't 
do all those things. | work with an 
amazing website developer and graphic 
designer and a_ video — production 
company that creates the final product 
while | manage the process. It’s a win-win 
for both of us, and the client ends up 
with the product they want.” 


To make your business more organized, block 
out times for various jobs. Pay attention to 
when you're most productive, and direct your 
best energy toward your most critical tasks. 
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| think Us heleful to remember that 
yowre never alone. You are part of 
many communttrey who want to see 
you succeed. Dow't forget to reach out 
and snare openly about your 
problems. ify amazing how resourcey 
and leady appear whew you tell 
people what you want and need. 
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Quick tips for a one-person business 


When forming a one-person business, 
consider the following: 


- Write a business plan. Get your ideas 
on paper and plan your strategy. Identify 
your target audience and how you'll 
market to them. What value do you 
provide in the industry? Don't go into a 
new business venture blind. Set up a plan 
of attack for the best chance of success. 


- Meet with a business adviser. There are 
many ways to find business advisers, 
including meeting with small business 
development centre counsellors in your 
local area. Talking to an adviser can give 
you guidance on how to start your 
business. 


- Be patient. A one-person operation will 
likely grow slower than a business with a 
team of multiple people. Stay the course 
and keep moving forward. 
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Marketing plan for startups 


Establish a solid framework for your startup 
by following these marketing tips. 


Creating a killer marketing plan doesn't have 
to cost a lot of money. All it requires is your 
time, effort, and creativity. These ideas will get 
you started. Why break the bank for your 
marketing needs when you can brainstorm 
your way to a killer marketing plan? The best 
marketing ideas can be_ simple and 
inexpensive, but they don't come out of the 
blue. They require an out-of-the-box, 
innovative thought process. Always remember 
that building your brand is a_ perpetual 
process, so get into the right mindset from day 
one. Here are some marketing tips that can 
help you establish a solid framework. 


1. Define your end goal. 


Just as it is practically impossible to go ona 
road trip without knowing your destination, 
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you have todefine your marketing and 
business goals before you can achieve them. 


Do you relate with your target market on 
social media? How do you plan to increase 
your number of followers? How do you plan to 
generate traffic for your website? Reaching out 
to leads or prospects and converting them into 
customers requires a well-defined approach 
with specific objectives. 


What goals do you hope to accomplish over 
the next six months? Two years? Five years? 
When you have an end goal, you can use key 
metrics to measure the success or failure of 
your marketing strategy. 


2. Determine your target market. 


What can you possibly achieve without 
identifying whom you are selling to? No 
matter how great of a marketing plan, product, 
or service you have, customers are crucial to 
the success of your small business. But who 
are these customers? 


Le Li 


You must define your target customer so you 
can structure your marketing strategy to meet 
their needs. But how can you determine your 
target audience? Here are three ideas to get 
you started: 


1. Identify the basic demographics of your 
target prospects, such as their gender, 
age, and location. 


2. Learn how to relate to your audience by 
analysing their personalities or shopping 
behaviours. 


3. Establish your brand's message following 
your research. 


These suggestions will help you hone your 
specific audience and determine their needs so 
your product or service satisfies them. 


3. Conduct keyword research. 


An important part of any digital marketing 
strategy is keyword research. You need to 
determine the keywords that best define your 
business, and which keywords your target 
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audience will be searching to find you online. 
These keywords are essential to your startup 
marketing strategy and will be used among 
various platforms, such as your website, blogs, 
social media networks, and advertisements. 


4. Establish a marketing budget. 


Before you can develop a marketing strategy, 
you need to determine how much money you 
can realistically dedicate to it. Since you're in 
the startup phase, there’s a good chance that 
your budget Is slim, so you will need to use it 
wisely. A business budget template can help 
you get started if you're a small business 
owner. Once you've determined how much 
money you have for marketing, you need to 
divide it based on which strategies will be 
most valuable to your business. 


5. Create a website and/or blog. 


An online presence is important for nearly 
every business. Although it can depend on 
your target market and your industry, you will 
probably want to set up a company website 
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and blog. These can be valuable tools to 
establish your startup as a_ credible 
organization. Depending on your budget and 
skill set, you can build and manage these 
independently or hire professionals to develop 
them for you. 


Simply creating these web pages is not 
enough, though. You need someone to 
continually update them and produce fresh 
content. Create a consistent posting schedule 
that works for your audience if you have a 
blog. 


6. Find the right social channels. 


Many startups recognize the power of 
affordable social media marketing. However, 
only a few understand the importance of using 
the right channels. 


Each social media channel serves different 
personalities and audiences, and_ those 
audiences engage with each channel 
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differently. Therefore, it's up to you to 
determine what works best for your startup. 


Facebook: This is the powerhouse of 
social media. You'll likely find all 
audience types on this platform. But you 
are not in business for everyone, so you 
must determine where on the platform 
you can find your targets and reach out 
to them. 


Instagram: This is a great tool for native 
advertisement purposes. Since the 
algorithm is optimized for valuable 
content, you'll likely gain a natural 
following of your target audience if you 
provide quality content. 


Twitter: Twitter is another top-notch 
social media channel. However, 
consistency is paramount if you want to 
gain and maintain a significant audience. 
The ultimate goal should be to provide 
content that is relevant to your audience. 
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It's best to evaluate and test each channel. For 
a small amount of money, you can invest in a 
sponsored campaign — and rest assured you 
will achieve results sooner rather than later. 


7. Cultivate relationships with influencers. 


Influencers can be just as important as your 
customers. These are the people your target 
audience listens to, such as hosts of YouTube 
channels or Instagram influencers and TV 
personalities. 


Call potential influencers, send them emails, 
and offer them free products or services. One 
mention from these high-profile individuals 
can raise brand awareness and propel your 
business startup from nothing to a credible 
and legitimate force. Be sure to find the right 
influencers to target for partnerships so you 
can get the biggest ROI from a campaign. 


8. Create ads that touch people's emotions. 


Emotion often outsells logic in advertising. 
Emotions factor heavily into buying decisions 
for consumers, not just facts and information. 
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So, how can a business connect with its target 
audience through emotional content? 


Happiness: Positive posts that create an 
atmosphere of smiling, laughing, and 
generally happy customers can increase 
user engagement. Coca-Cola is an 
example of a brand that has leveraged 
emotional content to reach consumers. 
Its ads feature photos of happy people 
and taglines such as “open happiness” 
and “taste the feeling.” 


Fear/surprise: Fear is an instinct that 
triggers reactions to threats and boosts 
our chances of survival. It creates a sense 
of urgency that prompts us to act or to 
effect a change. Use caution with this 
strategy to avoid upsetting consumers 
and turning them off of your brand. 


Anger: Although anger is a negative 
emotion. You certainly want to create ads 
that prompt your target audience to ask 
important questions, and sometimes 
anger Is a necessary part of this. 
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9. Build a referral network. 


Word-of-mouth advertising is one of the most 
powerful forms of marketing, especially for 
small businesses. Since people make 
purchases based on trust and credibility, you 
can take advantage of their network to get 
referrals. 


Getting a referral is a two-step process. First, 
you must deliver top-quality results to clients. 
The second step is to ask for feedback. 
Transparency is important, especially for 
Startups — even if something goes wrong. 
Asking for feedback is a great way to learn the 
persona your clients’ personally testified they 
were. You can then use their feedback to build 
on your service for the future. 


10. Measure your results. 


The only way to measure success or failure is 
by consistently measuring the results of your 
marketing strategy over time. How is your 
audience interacting with your brand online? 
Do you have high conversion rates and low 
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bounce rates? Are your Instagram posts 
driving more engagement than your Facebook 
posts? Assess your strategy’s performance to 
identify areas of improvement. 


How frequently you measure your results will 
vary by metric. You might need to check some 
metrics daily (such as website visits, the total 
number of leads, and leads and visits per 
channel), whereas other metrics can be 
measured weekly or monthly (such as new vs. 
returning visitors). 


After measuring your results, don't be afraid to 
modify your marketing plan if needed. Your 
marketing strategy should evolve with your 
business. 


11. Assemble the right team. 


Individual talents and skills are important 
qualities for any business, but teamwork kicks 
it up a notch. To develop an_ effective 
marketing plan, you need the right team. 
Whether you hire full-time employees or a 
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professional marketing team on a contract 
basis, consider these factors: 


- Identify the roles you need to fill to 
achieve your end goals. 


« Determine whether you need individuals 
to work on a contract or full-time basis. 


« Interview each candidate for their 
strengths, skills, and experience. 


¢« Conduct regular assessments for 
members of your team. 


Since resources are limited for startups, these 
suggestions may prove challenging, so you 
can try alternatives. For instance, is your 
partner a social media expert? Do you have an 
intern who is a master in coding? Use the 
resources available to gradually expand your 
team. 
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The aw of marketing w to know- 
and understand the customer so- 
well the product or service fuly how 
and seUly uself. 


(Peter F. Drucker) 
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Market analysis 


Market analysis helps you improve your 
strategy to engage more of your audience, 
generate more leads and drive sales. This 
guide explains how to conduct a market 
analysis for your business. 


What is a market analysis? 


A market analysis is a process that helps you 
understand the various demographics of your 
target audience, effective engagement 
strategies, the customer journey, and ways to 
improve conversions. Conducting a marketing 
analysis can help you improve your marketing 
campaigns, drive a better return on investment 
for your marketing budget, build brand 
awareness and customer loyalty, and boost 
your lead generation. 
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“Market analyyy determines the wiecesy 
and forlure of marketing campaigns” 
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Remember... 


"KPI" is a short form of 
"Key Performance Indicator". 

KPI is a specific, measurable, and 
quantifiable performance metric used to 
track progress over time toward a 
particular objective or goal. 
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How do we conduct a market analysis? 


To perform an in-depth marketing analysis for 
your business, you can employ methods like 
polls, surveys, and focus groups. Refer to 
comments from users on your social media 
pages and online reviews.Use a SWOT 
analysis to determine strengths, weaknesses, 
Opportunities, and threats to your business 
from both a marketing standpoint and a 
general operations perspective. Tap into your 
social platforms’ analytics tools to better 
understand your audience’s behaviour on 
social media. 


What should be included in a market 
analysis? 


For market analysis to be truly comprehensive, 
it has to examine every relevant aspect of your 
marketing efforts. At a minimum, you should 
include these elements in your business's 
marketing analysis: 
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1. Leads and prospects 


Especially important to marketing campaigns 
designed to drive new business, examining 
leads and prospects helps you understand 
where you source potential new business and 
how you keep them engaged with your brand. 
A marketing analysis can identify better ways 
to nurture these leads, pushing them along 
your conversion pipeline toward a buying 
decision. 


2. Conversions 


Conversions refer to any decision you want to 
influence an audience member to make, 
whether that is opening an email, clicking on 
an advertisement, or engaging with your social 
media accounts. Though converting a lead or 
prospect into a paying customer is the most 
common reference, sales are not the only type 
of conversion a marketing campaign is after. 
Keep your goals and _ key _ performance 
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indicators (KPIs) in mind to identify what 
conversions are most important to you in a 
given campaign. 


3. Audience 


A marketing analysis should also shed light on 
the needs of your audience, including how 
your products or services meet those needs 
and how they do not. The more demographic 
information you can gather on your audience, 
the better you can segment your audience and 
target each segment with the type of content 
most likely to drive conversions. 


The more a brand knows about the people 
that are interested and not interested in a 
product or service, the greater opportunity for 
conversion. It also ensures that = an 
Organization is investing in the right type of 
customers. Finally, it allows the marketer to 
talk to the consumer on their terms and how 
they want." 
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4. Engagement 


Once you understand your audience, you can 
tailor your brand messaging and _ various 
marketing campaigns to drive engagement. A 
marketing analysis examines your audience's 
current engagement with your brand through 
metrics like your email campaign's open rate, 
click-through rate, and bounce rate. 

Your analysis should also consider how users 
behave after engaging with your content. For 
example, when a user clicks on a_ paid 
advertisement that brings them to your 
landing page, what do they do next? When 
you understand the reasons behind these 
metrics, you can improve them by optimizing 
your marketing campaigns to target a wider 
group of your audience and encourage further 
engagement. 
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5. Industry overview and competitive 
landscape 


You should understand not only market 
growth and other industry trends but also how 
you stack up against your competitors. A 
competitive marketing analysis allows you to 
understand your company’s position 
compared o a direct or indirect competitor. A 
basic overall industry overview [includes] the 
size, trends, and projected growth, a digital 
marketing specialist at Qualified Online Traffic. 
This is focused more on the industry as a 
whole and not your bu, business or your 
customers. Is the industry growing, with 
higher/lower demand, more/fewer 
competitors, new tech/products/services, etc.? 
When you conduct a market analysis, give 
yourself time to gather sufficient data on each 
of these points. A collected market analysis 
often delivers skewed results, or worse, not 
enough data to draw meaningful conclusions. 
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How to write a market analysis 


Writing a market analysis is an important part 
of synthesizing the data you gathered into a 
reviewable format. The way you write your 
marketing analysis will determine how useful 
the results are to refining your marketing 
strategies. Ideally, the market analysis should 
include a clear description of the data points 
you researched, the results of your analysis, 
and ways you can positively influence your Key 
Performance Indicators (KPIs) in the future. 


A marketing plan should include a pro forma. 
In the pro forma, the organisation identifies 
the audience being targeted, timing, amount 
of marketing campaigns (email, direct mail, 
digital), and the investment that will be made 
in the program. 


Additionally, a marketing analysis should 
include specific Key Performance Indicators 
(KPIs) to measure the success or failure of 
certain strategies. For example, if you run an 
email marketing campaign to _ increase 
engagement, your KPIs could be the open rate, 
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click-through rate, and bounce rate. Similarly, 
if you are reviewing a content marketing 
campaign, your KPls might include rankings on 
page one of Google, user time on page, and 
click-through rates on embedded calls to 
action. 


Set benchmark goals for each KPI and then 
track them during your various marketing 
campaigns. A marketing analysis will reveal 
how effective these campaigns were in 
achieving your goals. Remember, not every 
goal needs to tie directly to sales — 
sometimes brand awareness and engagement 
are victories that drive a prospect closer to 
becoming a customer. 


This will help to determine if the campaign was 
successful or did not deliver on the projected 
expectations. Market analysis needs to not 
only report on the results but on why it 
worked or did not work. 
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What is the importance of market analysis 
in a business plan? 


The biggest benefit of a market analysis is that 
it shows you how to spend your marketing 
budget in a more targeted, effective manner. 
You'll gain a better understanding of where 
your audience is active. By establishing this 
information through a comprehensive analysis 
of your audience as well as any shortcomings 
of your current marketing efforts you'll 
understand how to improve your marketing 
ROI. 


It has been said that a big portion of 
marketing is wasted due to not understanding 
how well it performs and why. The more 
analysis and insights obtained, the better the 
opportunity for future funding of marketing 
vision, and higher return on investment. 


A small business marketing plan can put you 
on the path toward communicating with your 
customers and getting them to buy your 
products or services. 
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What insights can market analysis provide? 


A market analysis should help you optimize 
your _ future marketing efforts by 
understanding what works and what doesn't in 
your current marketing campaigns. It can 
provide the following insights for your 
business. 


Understanding ROI 


Every facet of a marketing analysis ties back to 
return on investment. For every dollar you 
spend on marketing, how many sales are you 
driving? Though not every marketing activity is 
directly tied to sales, it should all relate to 
bringing new leads into your conversion 
funnel and pushing existing leads closer to a 
purchasing decision. 

“It is essential to determine the ROI of a 
campaign,” Poulsen said. “The most important 
ROI to a company is conversion. This is 
determined by people that participated in a 
campaign by a pull list, receiving or 
responding to a message over a channel 
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(direct mail, email, social, digital, media), and 
determining if the strategy is resulting in an 
expected conversion or outcome, whether they 
be leads, sales or other criteria.” 


Understanding your audience 


Your knowledge of your audience — the 
channels they are most active on, their likes 
and dislikes, and their pain points — should 
drive your marketing efforts. A marketing 
analysis can help you better understand your 
audience and the demographics of its various 
segments, allowing you to target customers 
with more effective brand messaging on the 
right channels. 


“In simple words, you want to describe who 
your ideal client is," said Money. “What is 
his/her demographic? What are their interests, 
their wants, hopes, needs [and] dreams? 
Where are they (geographically and online 
through groups, websites, etc.)? This is how we 
can strategically target them." 
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Identifying new markets 


Your marketing analysis should also identify 
potential members of your audience you 
haven't previously considered. These could be 
people who need products or _ services 
tangentially related to the ones you already 
offer, or who need your existing products and 
services for a use case you hadn't thought to 
market. This could provide an opportunity 
for upselling and cross-selling your products 
or services. In addition to identifying new 
markets, a marketing analysis should 
determine the potential growth rate of the 
market. 


Identifying SEO opportunities 


As part of your marketing analysis, audit your 
website and content to identify areas you 
could optimize for search engines. Search 
engine optimization, or SEO, is the process of 
ensuring the content of your website and 
social media platforms encourage search 
engines to crawl your pages and rank them 
highly in search results. Ideally, your website 
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will appear on page one of the Google results 
when your audience searches for keywords 
and phrases associated with your brand, 
products, and services. 


Identifying paid ad opportunities 


A marketing analysis should include a review 
of your paid advertisement campaigns, such as 
pay-per-click ads. You should not only look for 
new ways to expand your reach with paid ads 
but also focus on what you are currently doing 
and how effective it has been. This can reveal 
Opportunities to optimize your paid 
advertisement spend by tailoring ads to your 
target audience's interests, boosting 
engagement and conversions. 


“The marketing analysis should be tied to the 
overall strategic behaviour of — your 
organization,” said Waffle. “Also, if you are in 
an emerging market, you may have to conduct 
a marketing analysis once a year. If you are in 
a mature market, you may conduct your 
marketing analysis every two to three years.” 
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Depending on your business's circumstances, 
you might want to run a marketing analysis on 
an impromptu basis, especially if you are 
considering expanding your offerings. 


"If you are rolling out new products or 
services, you will want to refresh your 
marketing analysis,” Waffle said. “If you are 
trying to reach a new market or audience, you 
will want to conduct a new marketing 
analysis.” 


If you've never conducted a marketing analysis 
before, now is the time. A comprehensive 
marketing analysis can help you spend your 
marketing budget in a way that will engage 
more of your audience and boost conversions. 
Whether you are launching a new marketing 
campaign, releasing a new product, testing 
new features, or trying to, optimize your 
marketing efforts, marketing analysis is a must 
if you want to increase your ROI. 


“There yw nothing so terrible ay 
Le Teme VETTE apr ree 


(J.W von Goethe) 
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Product launch strategies 


Product launch success is a crucial component 
for every business. Regardless of your 
company size or industry, your new product 
has to build excitement, attract customers, and 
ring up sales. To design a successful product 
launch, first identify the right elements and 
Strategies that your launch needs. Then 
consider what hurdles you might face. You can 
even use examples of other companies’ 
successful launches to design a plan that will 
help your new product bloom. 


Elements of a successful product launch 


Every successful product launch requires a 
plan. So, how do you start developing your 
launch strategy? To start, consider what makes 
a product launch successful and the mistakes 
that could stop that success. Then you can 
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identify what metrics to track throughout the 
life of your product launch. 


When you proactively avoid common product 
launch pitfalls, you set yourself up for a 
successful launch. And instead of spending 
time fixing mistakes, you can focus on 
measuring the success of your product launch. 


Strategies for product launch success 


A strong product launch strategy increases 
your brand awareness and your company’s 
bottom line. You want to cater both to existing 
customers and potential customers. From your 
product development marketing through 
tracking KPls, you can design a strategy, 
establish a plan, and market to the right 
audience. 


Here are some strategies for a successful 
product launch: 


1. Establish a product launch plan 


One of the key elements to a successful 
product launch is careful product launch 
planning. From the design phase through 
sales tracking, you need a road map to help 
you stay on the right path. 


The first step in establishing a product launch 
plan is to involve the right people. Launch 
success isn’t just up to product managers! 
Include your production department, 
marketing team, and salespeople in the 
planning. And ask the group some _ key 
questions to hone your launch strategy: 


¢« Will your launch strategy and _ the 
product itself increase your brand 
awareness and bottom line? 


« What marketing channels will you focus 
on to boost sales? This might 
include social media marketing, ads, or 
product launch events like tradeshows 
leading up to your launch day. 
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« What tools will your sales and marketing 
team need to succeed? 


¢« How will you track your product launch 
success? In other words, what KPIs will 
you measure, and how will you alter 
your strategy if you're falling short of 
your goals? 


Once you've answered these questions, you 
can finalize your launch plan and move on to 
marketing your new product. 


2. Perform market research 


Market research is essential to ensure your 
product is something people need or want. 
Make sure there’s a demand for your product 
and that you can sell it at a price that your 
customers are willing to spend. At this stage, 
you should seek to answer questions such as 
how you can serve various groups of 
customers and how many customers have an 
unmet need that your product can fill. 


104 
3. Identify Your Target Market 


Knowing which demographics are likely to 
purchase your product will make all the 
difference in your marketing strategy and 
messaging. Being unaware of your target 
market or marketing to the wrong audience 
are missteps that will ruin any product 
launch. 


4. Identify Your Competitors 


Don't make the mistake of lacking insight into 
your competition. If you don’t identify your 
competitors, you won't know what you have 
to do to earn more sales. Studying your 
competition's product and marketing strategy 
positions you to take advantage of their 
weaknesses and get customers to favour your 
product over theirs. 


5. Develop A Marketing Strategy 


Marketing drives sales. Every company needs 
an overall marketing strategy, and every new 
product needs a specific marketing strategy. 


105 


Your marketing campaign needs to excite 
existing customers and attract potential 
customers. And once you've got your target 
audience's attention, your marketing strategy 
should build a relationship with your buyers 
so that they keep coming back. 


Design a marketing strategy to build 
excitement before the product launch and 
maintain that excitement throughout 
the product life cycle. 


6. Plan Your Budget 


Underestimating the budget needed for 
product design, production, and marketing is 
a common pitfall that undermines product 
launch success. Plan your budget carefully 
and anticipate any possible deviations from 
the product launch plan that may affect your 
spending. 


7. Set measurable goals and benchmarks 


You can evaluate your product launch 
strategy by determining your overall goals 
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and establishing trackable and attainable 
benchmarks throughout the launch. A few 
examples of these benchmarks are the 
quantity of social media posts about your new 
product, your website traffic, and your budget 
versus actual costs. 


Keep in mind that you'll need to constantly 
evaluate the metrics that you identify. And if 
you see that your strategy isn’t working as 
well as you'd hoped, you can always alter the 
plan. 


8. Perform extensive product testing 


As a professional product manager, you're 
likely aware of the steps to take for a 
successful product launch. However, human 
error is always a possibility. When you design 
your launch plan, be sure to avoid producing 
a poor-quality product. 


A common issue that can stop your success Is 
a product launch controversy. You've seen 
failed product launches over the years 
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because of cell phone batteries that explode, 
or high-end clothing that causes an allergic 
reaction. To avoid such a catastrophe, make 
sure your product goes through extensive 
testing and market research. 


9. See what worked and didn’t work 


Successful product launches can teach a 
product manager valuable lessons. You can 
use other companies’ successes to boost your 
product launch performance. Try to figure out 
why a launch was successful. What was the 
company’s social media strategy? Did they 
advertise on TV or Instagram? How did they 
attract both existing and potential customers? 


You should also look at what didn't work for a 
company. This will help you determine what 
to focus on and what to avoid. In other words, 
use recent successful product launches as 
resources and learning tools to help your 
launch succeed. 
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10. Measure the success of your product 


You can measure the success of your product 
launch by tracking tangible metrics 
throughout the product life cycle. Determine 
whether your website traffic has increased 
due to excitement about the new product. 
Make sure you're earning a high return on 
investment and profit margins for both the 
product itself and your advertising efforts. 
Each product is unique, so be sure to identify 
and track Key Performance Indicators (KPIs) 
that apply to your product. This will help you 
measure your successful product launch. 


11. Support Your Team 


A new product launch is a big undertaking. 
Even with a team of skilled product managers 
and talented marketers, you might face 
challenges. 


Your marketing, sales, production, and 
customer service teams will need training on 
your new product to serve your customers 
and help your product launch performance. 
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So give them the resources they need to 
succeed. 


12. Overcome from product launch hurdles 


Hurdles and challenges are common pain 
points for all product launches. Fortunately, 
knowing what pitfalls you might face during 
your product launch can help you overcome 
them or avoid them entirely. 

You can overcome product launch hurdles 
with foresight and planning. First, involve the 
right people when you develop your launch 
strategy. Your launch needs to be a 
collaborative effort, and each team member 
can help you identify potential hurdles to 
avoid. Second, stick to the strategy. And if 
your launch performance isn't as strong as 
you'd hoped, make a few tweaks. Try not to 
change things too much as this could confuse 
your audience and make the launch even 
worse. Being prepared will help you avoid 
many hurdles and help you bounce back in 
case your product launch stumbles along the 
way. 


Keep ww mind that we are not Ww 
businesy to generate saley. Our only 
ond mar target iy to generate profut. 


(Anil Lamba) 
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Did you know? 


What Is the Top Line? 


The top of the income statement begins with 
sales or revenue, which refers to the money 
generated by providing goods or services to 
customers. When you hear someone refer to 
the top line, they are often referring to the 
total revenue. 


What Is the Bottom Line? 


The bottom line refers to the last line on the 
income statement. That last line item is net 
income. It's the amount of profit a company 
has left after paying all of its expenses. 
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How to price a product 


Pricing a product involves looking at costs, 
knowing your target audience, researching 
competitors, and choosing a pricing strategy 
that works with your profit goals. 


How to price a product is a complex decision 
and one that can make or break a business. 
Pricing considerations are unique to every 
small business, the prices you set for your 
products will generally influence the number 
of sales you make and the revenue you earn. 


Production costs, demand for the product, 
competition, and brand recognition all impact 
a pricing strategy. Here are some steps that 
can help get you started in pricing your 
products. 


Evaluate your costs 


The first step in deciding how to price a 
product is to establish how much it costs to 


113 


make your goods or provide your service. After 
all, to turn a profit, all your expenditures must 
be covered. Generally, your expenses fall into 


three 


categories: materials, labour, and 


overhead (Expenses): 


Materials: Materials constitute the raw 
components of production. For example, 
if you make clothing, your materials 
might include cloth, buttons, and thread. 
If you provide a service, such as a 
cleaning company, mops, buckets, and 
other cleaning supplies are required. If 
you source products from another 
business, your materials are the items 
you acquire from the initial seller, plus 
anything required for repackaging. 


Labour: Labour measures all physical 
and mental manpower necessary to 
create your product. Whether it's a 
worker on the factory floor or the 
receptionist in your office, if you hire 
someone who adds value to your 
business, that person becomes part of 
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your labour calculation. This includes 
salaries and wages paid to employees, 
related payroll taxes, and employee 
benefits. 


« Overhead: Overhead refers to the costs 
that didn’t fall into the materials and 
labour categories. This includes rent, 
utilities, business licenses, marketing and 
advertising, insurance, office supplies and 
legal fees. 


Adding these numbers together will give you 
the total cost of output for your product or 
service. Be sure to take into account whether 
each expense is a fixed amount each month, 
such as rent and insurance, or if it varies, such 
as marketing costs and certain utilities. To 
calculate variable expenses for pricing, use an 
average monthly figure based on an estimate 
of the annual total. 
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Determine your desired profit 


You can calculate your desired profit as the 
dollar amount above the cost of output that 
you wish to make per unit or per customer. 
Another option is to calculate the percentage 
of revenue that actually profits once you 
deduct all your expenses, this figure is known 
as your profit margin. 


Understand your customers 


Focusing on your target audience and 
understanding what motivates them will play a 
large role in how you price your products. 
Depending on your budget, you can work with 
a third-party research firm or collect data 
yourself through surveys, in-person 
conversations and other means. 


Here are some topics and questions to cover 


in a target audience survey: 


- Demographics: What is their gender, 
age, general location and income level? 
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- Competitive intelligence: What are their 
favourite products or services that are 
similar to yours? List some options for 
them to select. 


- Budget consciousness: How important 
is the price of an item when they make a 
purchase? 


- Motivation: Do they prioritize price or 
convenience when making a purchase? 


- Status: How important is the brand 
name of the product? 


- Psychological susceptibility: Are they 
more likely to buy a product that is 
priced at Rs. 99 than one priced at even 
Rs. 109? 


Answers to these questions can help you 
determine if your target audience's primary 
focus is on cost, comfort, feature set or luxury. 
If their priority is cost, bundling products or 
services or tiered pricing may appeal to their 
preferences. If comfort is of utmost concern, 
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you might decide to charge more and 
emphasize the features that set your product 
apart from the competition. And for customers 
who associate the cost of an item with its 
quality, you may want to consider marking up 
your price to match the customer's 
expectations. 


Research your competition 


While you may not want to completely mirror 
the pricing of your competitors, looking at 
their strategy can help you develop your own. 
You can start with an online search of 
businesses that offer similar products and note 
their pricing. 


You can use online tools such as Google 
Alerts, a free digital marketing tool that sends 
you email alerts for product, industry and 
competitor news on topics and brand names 
you choose, and Google Trends, which can 
provide information on popular search terms, 
such as the name of a competitor. 
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You can also follow your competitor's social 
media accounts to learn about their target 
demographic and marketing strategies, such 
as the type of promotions they offer and 
when. This will allow you to consider whether 
you can match or exceed their discount pricing 
strategies. 


Choose a pricing strategy 


Using the information you've gathered to this 
point, you'll be ready to evaluate popular 
pricing strategies and decide which ones to 
use to set your prices. Pricing strategies are 
simply frameworks to help guide your 
decision-making process, not definitive 
blueprints. You may want to incorporate 
several methodologies to calculate the selling 
price of your product, as well as adapt these 
tactics to your unique business needs. 


Cost-plus pricing 


What it is: Based on the sum of overhead plus 
desired profit. 
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When to use it: Helps build trust because it’s 
easy to communicate and justify. 

Downside: Ignores brand image and 
competition 


Cost-plus pricing is the textbook model of how 
to price a product where you calculate your 
production costs and add your desired level of 
profit to determine the product price. 
However, it doesn’t account for factors such as 
customer preference, brand image or 
competition, and largely ignores the law of 
supply and demand. If you use this approach, 
be sure to account for hidden costs such as 
inventory markdowns or increased seasonal 
Staffing. 


Market share pricing 


What it is: Lowering prices to increase the 
number of customers. 


When to use it: When you have a lot of 
competitors. 
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Downside: May attract bargain hunters that 
aren't loyal. 


Market share pricing emphasizes volume over 
price to maximize market share — _ the 
percentage of an industry that your business 
controls. The primary goal is to gain 
customers, which should eventually result in a 
net increase in revenue. With this model, you 
may offer a product at a lower price initially, 
but as more people use it and your market 
share grows, the value of the product 
increases, allowing you to raise prices. 
However, your ability to develop brand loyalty 
is Important here because a consumer who 
changed companies once due to price may do 
it again if your product is no longer the 
cheapest. 


Dynamic pricing 


What it is: Varying prices by area and need. 


When to use it: May be effective when 
offering a high-demand product. 
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Downside: May alienate customers who miss 
out on deals. 


Dynamic pricing is also known as demand 
pricing, surge pricing and time-based pricing. 
It's a strategy where the price of a product 
varies based on demand. It takes into 
consideration when and where a product is 
offered or sold, and to what extent the 
demand for it is on the rise. Airlines, for 
example, use dynamic pricing. A ticket price 
may vary depending on seat type, availability 
of seats, flight time, destination and other 
factors. 


Competitive Pricing 
What it is: Strategically adjusting prices based 
on the competition. 


When to use it: For businesses that may not 
otherwise stand out against competitors. 


Downside: Continuously monitoring the 
competition can be time-consuming. 


A competitive pricing model is common in 
saturated markets where it's difficult to 


122 


distinguish between the businesses that sell a 
product, such as grocery stores and gas 
Stations. There’s often a market leader who 
sets the standard, and competitors follow suit. 
If one company raises or lowers prices, other 
companies feel compelled to follow. If you 
wish to charge more than your rivals, you must 
convince the consumer that you provide a 
superior product or service. 


Value-added pricing 


What it is: Based on how much your customer 
believes your product is worth. 


When to use it: For businesses that stand out 
from the competition. 


Downside: Not effective for truly new 
products. 


The value-added pricing model targets buyers 
that are likely to accept a higher price when 
they perceive added value in a product. The 
value your product or service provides could 
include convenience, status, a first-of-its-kind 
technology, advanced features, uniqueness or 
unparalleled customer service. 
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Monitor your prices and adjust accordingly 


Regardless of the pricing strategies you use, 
it's highly unlikely that you'll only set prices 
once. You can expect to regularly monitor your 
prices and adjust as necessary. Keep an eye on 
your competition's pricing as well as changes 
in the market. 


Additionally, tracking your labour, material and 
overhead costs will help ensure you're 
continuing to turn a profit from your sales. If 
those production costs increase, you'll want to 
adjust the price to match. 


“Do- not compromise ow the quality 
and your eryfowery wl not 
negotiate ow the price.” 


(Amit Kalantri) 
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Channel-based pricing 


Channel-based pricing means differentiating 
your pricing strategies between channels on 
which you sell your products. 


However, it doesn’t necessarily have to mean 
one strategy for one channel. You can, for 
example, employ only two different strategies 
on 4 channels of sale. This decision depends 
on numerous factors and we'll cover the most 
important ones in this blog post. 

Firstly, as you are probably already aware, 
there are numerous’ options available 
regarding where and how you want to sell your 
products. 

You can open a brick-and-mortar store, an 
online shop, sell through social media, an 
online marketplace, something else, or even 


any combination of these methods. 
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There are many factors influencing this 
decision. You can say that, even though you 
may stumble upon some soft guidelines that 
cover a wide array of businesses each 
individual business has its specific factors 
which it needs to consider. 


It can and it often does get confusing. First of 
all, should you even consider opening up an 
additional channel? If yes, which one is the 
most appropriate for your business? Are some 
factors more important than others? What is 
my competition doing? 


There are many more questions and we're 
going to tackle some of the most important 
ones in this part. 


What is Channel-based Pricing? 

As we've already mentioned in_ the 
introduction, channel-based pricing is a type 
of pricing strategy that means you'll form your 
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prices primarily based on the channel of sale, 
the delivery method, and the channel's reach. 


In this section, we'll go into a bit more detail 
about the strategy itself, its evolution, how to 
price monitoring software has changed the 
playing field, and how changing customers’ 
expectations has influenced this pricing 
strategy. Also, we'll touch upon the differences 
between multichannel and  omnichannel 


retailing approaches. 


Channel-based pricing is inextricably linked to 
a multichannel retailing strategy. The 
multichannel retailing strategy started 
developing with the first catalogue and phone 
sales being done while simultaneously making 
sales in the standard brick-and-mortar stores. 


Businesses have to follow technological 
developments, otherwise, they'll find 
themselves lagging behind their competitors. 


Now you may be asking yourself, what if one 
of my channels starts underperforming? This is 
where you start differentiating prices on 
different channels and entering the world of 
channel-based pricing. 


This can be done through the straight-up 
slashing of one price, but this is not 
recommended. The reason behind this is that 
your customers will eventually notice this 
discrepancy, and when they do they'll start 
becoming suspicious and start losing trust in 
your brand. 


When theworld of eCommerce started 
spreading out, many businesses saw an 
opportunity to expand to an additional sales 
channel. Initially, most of them priced their 
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products and services the same way they price 
them in their other channels. 


Nowadays, it's a commonplace occurrence to 
price your products based on where you're 
selling them. You may do this because you 
want that specific channel to cover its costs 
(e.g. overhead costs for brick-and-mortar 
stores), or because customer experience differs 
based on a channel. For example, the 
attentiveness of your staff in physical stores is 
a factor that significantly changes customer's 


experience. 


The point about the customer's experience is 
an important one because that’s what dictates 
their willingness to pay, right after the price. 


The secret of farlure: Try to please everyone 
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Promotion of product 


Coming up with a new product or service is a 
lot of work, which unfortunately does not stop 
once it's ready, launching and promoting it is 
the other half of the equation. You could be 
offering the best new product or service 
around, but if you don’t promote it properly, 
you're likely to miss out on opportunities or 
even end up losing money down the line. With 
SO many businesses pivoting their products 
and services due to COVID-19 and unable to 
afford opportunity losses, we thought it fitting 
to give you some guidance around this topic. 


Ways to promote a new product or service 


When it comes to promoting a new product or 
service for your business, it can seem like there 
are endless options. It can be difficult to figure 
out where to get started and which methods 
of promotion will give you the best results. The 
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truth is, there are many low-cost ways to 
promote your business, and what works may 
depend on your industry, offerings, and 
audience. Take a look at some methods below 
and see which ones make the most sense for 
your business. 


1. Offer customers an exclusive preview 


Your loyal customers are a key part of how to 
promote your product because they are most 
likely to not only buy it but also promote it to 
their networks. This can take the form of a 
private, in-person or virtual pre-launch party, 
an online tour, a preview, or a demo. Or, it 
could even be a special invitation to test it out 
and give feedback. These exclusive offerings 
are not only a great customer engagement 
strategy, but they also reinforce how much you 
value them and engagement and loyalty are 
essential for any successful growth marketing 
Strategy. 
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2. Use a special introductory offer 
Rather than just announcing your new product 
or service, you can make it available as a part 
of a special introductory deal. This deal can 
take many forms, including: 

- Discounted pricing. 

- Reduced-rate bundle or package. 


« Joint promotion with a complementary 
business. 


« Voucher or coupon with purchase. 
- Buy one get one free deal. 


« Double the points if you have a loyalty 
program. 


- Free gift for every referral. 


Whatever your promotion, be sure to 
emphasize that it won't last forever. Customers 
whose purchase power is limited, either by 
time or inventory, will feel a more pressing 
sense of urgency to buy. 
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3. Run a social media contest 


Social media contests are a fun, easy way of 
connecting with customers and bringing in 
more fans/followers and prospects for your 
business. Facebook contests garner an average 
of 34% new customers per campaign, which is 
a great way to combat the platform's low 
organic reach. 

As far as positioning is concerned, the 
winner(s) of your Instagram giveaway should 
gain the opportunity to be the first to get their 
hands on your new offering and get it for free 
or at a discounted rate. 


Be sure to announce the content across all of 
your marketing channels and not just the 
social platform you're using to run the main 
campaign. This includes your other social 
media channels, your website, email 
newsletters, and even paid ads. 
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4. Spread the word via email 


Did you know that 80% of consumers open 
emails from businesses and that 40% of email 
subscribers have made purchases from an 
email marketing message? Email is a fantastic 
channel for getting the word out about your 
new product/service. It makes a great incentive 
to get subscriber signups in the first place. 


You can run an email campaign specifically 
about this new offering, perhaps even as a 
series of emails building up to the day of 
launch. Or you may want to announce it as the 
focus piece of your next email newsletter. This 
email could go out to your general audience, 
or, in support of method 2 _ (Special 
introductory offer), it could be a subscriber- or 
customer-exclusive offer. 


A few tips for email marketing: 


« Focus more on the benefit/ultimate value 
of the new product than its features 
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« Highlight the offer in your subject line 


- Use preheader text to further increase 
open rates 


5. Write a blog post 


When promoting your new product or service, 
you may not have a landing page _ for 
customers or subscribers to go to. After all, 
your new offering could just be an upgrade on 
an existing platform or account. In this case, 
your goal may not be to get more customers, 
but to get your existing customers engaging, 
or to re-engage dormant customers. 


Having a blog post written on the newly 
launched item is a great way to go into depth 
on all of the details, features, and benefits you 
would otherwise include on a landing page, 
and you can share the link to the blog post via 
your emails or social media channels. 
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6. Host an event 


Events not only get customers excited about 
your new product or service but can also get 
new prospects personally engaging with you 
or other employees of your business—a great 
way to win them over as customers. 


Events don't have to be fancy and super 
organized; something as simple as an open 
house or an info session will work for locations 
like salons, fitness centers, yoga studios, spas, 
and retail stores. If your business is in a 
location with other local businesses, you can 
work together to have a sidewalk sale or 
outdoor open house to draw even larger 
crowds. 


8. Offer a complimentary upgrade 


If your business is more service-based than 
product-based, like a salon, spa, fitness centre, 
or consulting business, you can offer an 
upgrade for customers to try out your new 
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service. Promoting a new facial or massage 
type at your spa? Provide a complimentary 
(but perhaps temporary) upgrade for existing 
customers to try it out. Add the new service to 
existing clients’ packages at their legacy 
pricing. Another option would be to offer free 
shipping of your new product, for a limited 
time. 


9. Share customer reviews 


One of the best ways to promote a new 
product or service and to market your 
business, in general, is to let your customers 
promote it for you. If you take advantage of 
some of the ideas previously mentioned (like 
offering an upgrade or free trial), you can then 
ask them to write an online review of the new 
service or provide material for a testimonial. 


90% of consumers trust online reviews as 
much as personal recommendations. 
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10. Post on social media 


If you're using any of the tactics mentioned 
above to promote your new product or 
service, make sure to spread the word about 
your deals and offerings via your social media 
accounts. This is an easy way to reach your 
audience, and your followers can easily share 
your post on their own profiles. Another 
benefit is that customers can ask questions 
about the product in the comments section. 
Their questions and your answers can serve as 
an organic FAQ. The post can link to a landing 
page or blog post with more information. 
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Dow't find customers for your 
producty, find producty for 
your customers. 


(Seth Godin) 
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Credits for this book 


Tools 
e Grammarly: For grammar and sentence clarity 
e Google Translate: For translation 


Books 


e Romancing the Balance Sheet 
e Zero to One 
e The Science of Influence 


Articles 


e Business.com 
e Medium 
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Something about me.... 


While studying Commerce at college | received 
an introduction to the method for Human 
Behaviour and Market analysis. This proved to 
be a defining point in my approach to any 
thought or idea. Being born into a Muslim 
family, | began to also inquire about Islam 
from the perspective of an observer who 
sought a rational understanding of life and its 
meaning. 


| have discovered Islam as a religion that goes 
beyond a narrow, bigoted, and_ parochial 
mindset. To a believer, Islam provides an 
interpretation of life that involves considering 
others as part of the same humanity. To those 
who do not subscribe to its tenets, Islam offers 
prudence and foresight on how to traverse the 
various situations of life. For example, some 
may interpret patience as being unilaterally 
passive, but the life of the Prophet 
Muhammad, peace be upon him, shows how 
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adhering to patients can be planning 
effectively for the future instead of retaliating 
to circumstances in an outburst of emotion. 
We see that if there is one thing that Islam 
gives to its followers, it is the pragmatism of a 
high kind, to the extent that it even involves 
engaging positively with one's adversaries. To 
me personally, the Islamic concept of human 
life is a potential created by God Almighty is 
very powerful. We all human beings on earth 
have to realise this inner potential and convert 
it into actuality instead of wasting it away. This 
necessitates cultivating goodness within and 
being beneficial to all. 


Find a problem, worth solving 


